With a steel priority second only to construction, 
America’s farm-equipment industry is plowing its 
way to a billion-dollar-a-year business . .. and need- 
ing a rich harvest of many papers to cultivate its 
growth. 

To supply the papers for such firms as Inter- 
national Harvester, Deere, Case, Oliver, Caterpillar, 
and others is no small assignment in itself, for farm 
equipment is only one of America’s sprouting and 
expanding markets. 

“Paper Makers to America” is determined to do 
its part, and is already expanding to do so... and 


as soon as the plague of shortages is under control, 
there'll be as big a crop of Mead Papers of the Mead, 
Dill & Collins, and Wheelwright lines as any indus- 
try may need. Meanwhile, Mead merchants the 
nation over can keep you informed about the present 
availabilities of “the best buy in paper today.” 


A OOO LEE eS OO 


* *& & Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, includ- 
ing such famous grades as Mead Bond; Moistrite Bond and 
Offset; Process Plate; Wheelwright Bristols and Indexes; 
D & C Black & White; Printflex; Canterbury Text; and 
De & Se Tints. 


1846 - ONE HUNDRED YEARS OF PAPER MAKING - 1946 


THE MEAD CORPORATION «© “PAPER MAKERS TO AMERICA” 


The Mead Sales Company, 230 Park Avenue, New York 17-Sales Offices: Mead, Dill & Collins, and Wheelwright Papers - Philadelphia- Boston -Chicago- Dayton 
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Formulas Actually Work! 


Before you start this report... 
please read the personal letter from 
Harold Wilson. We are reproducing 
it here (with both his and Ford 
()’Dell’s permission) not to give our- 
selves a pat on the back, but to bear 
witness that simple and perhaps 
corny” little formulas really work 
in this Direct Mail business. 


A Report by H.H. 


A long time back, | got fed up 
with stuffy, long-winded, ponderous 
talks about Direct Mail. Audiences, 
especially after a full meal, go to 
sleep (mentally) so easily. For a 
while, | resorted to personal expe- 
rience stories which eventually were 
put together in the book called “Dogs 
That Climb Trees.” 





Established 





| Mr. Henry Hoke 


The Reporter of Direct Mail Advertising © 


17 East Forty-second Street 
New York 17, New York 


Dear Henry: 





your day: 


them in a program or something. 


"thats", 


the prospects. 


HBWilson/us 





HAMMERMILL PAPER COMPANY 
1 898 ==, 





ERIE, PENNSYLVANIA 


Don Allshouse tells me a story that may help gladden 


Ford O'Dell, a jeweler member of the Sales and Adver- 
tisirg Club, is also at the head of an advertising committee for a 
Jewelers' Association that includes this neck of the woods. 


On the day you were here in Erie, Ford had written a 
letter to go to manufacturing jewelers to solicit advertising from 
He had what he thought was a pretty 
good letter, but after your talk he applied your various formulas, 
and came up with quite a few blue pencil marks (I understand) which 
took out the offending "we's" and "I's" and the clauses before the 


Anyway, the next day he repolished the letter with 
the editing your talk had indicated - and he sent it out to five of 


The result: four contracts for advertising from people 
who had never placed advertising of this sort before. 


So you see the word does fall on fertile ground! 










October 30, 1946 


Very truly yours, 


PAPER COMPANY 


sst. Advertising Manager 








The trip out to Erie to talk before 
the Advertising Club was worth 
while if it helped just one fellow to 
write more efttective letters. 


‘Then I fell back on a tew of the 
old-time important formulas which 
we used in the Direct Mail school. 
I’d read the formulas and then match 


them with actual letters secured from 
members of the audience. Even the 
fellows who wrote the letters 
laughed. he faults were so obvious. 
All I did was blue pencil the words 
[, we, my, our, us; the phrases wind- 
ing up with ‘that’; and the stodgy, 
selfish expressions, “It gives me the 
greatest pleasure to advise you that”’ 
etc. 


l’ve tried those “‘corny’ formulas 
on baby chick, insurance, trucking, 
welfare, advertising and all sorts of 
groups. Reactions the same. 


On November 7, 1946 | was sched- 
uled to talk before the monthly 
meeting of the Association of Motion 
Picture Advertisers. Leon. Bamberger 
of RKO (the star user of showman- 
ship in Direct Mail) was program 
chairman for the day and he 
was worried. He took me to lunch 
the day before, and for an hour de- 
scribed how “his crowd” was dif- 
ferent ... smart people . . . needing 
something way ahead of what I gave 
the usual crowd. 


He even had me _ worried ;, 
especially when I saw the head table. 
Seated next to me was Cathy O’Don- 
nell, the nice new starlet in “The 
Best Years of Our Lives.” Next to 
smugly satisfied Leon was June Lock- 
hart. Beside President Rutgers Neil- 
son were Bobby Driscoll and Luana 
Patten, new child-stars of Walt Dis- 
nev. Scattered along the speakers 
table and around the room were the 
creative promotion brains of the 
motion picture industry. 


So I just told them what Leon 
had told me about them .. . that 
they were different and that there- 
fore I’d give them the same dose 
given to baby chick, trucking welfare, 
etc. “different groups.” I refused to 
talk about their spectacular, stupen- 
dous, magnificent mailing pieces, but 
ran a kindergarten class in letters. 
Every single soul in that audience 
(even Cathy) uses letters. Unless 
they can write a good letter, they 
can’t do a bang-up job with spectacu- 
lar stuff no matter how much money 
they have to spend. 
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Advertise on VO Paper | 


The man who starts a business wants it to grow up before he grows old. He likes the strength of oak, 


is ieiociteniadil bade rt 


but he wants it hurried a little. Printed advertising is basic food for business and is custom made for 
every individual need, great or small. For more than fifty years, likewise, Champion has been making 
quality papers to anticipate and improve advertising and printing practices. It’s a good line. And a 
varied one... including coated and uncoated for letterpress and offset, business papers, envelope, [| 
cover, high finish postcard and package wrap, papeterie and specials. For steady, profitable growth 


in current sales and those of the future, plan to put every printing job on Champion quality paper. | 


ue Chamypine Tagore AND FIBRE COMPANY... HAMILTON, OHIO 


a of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
NEW YORK - CHICAGO - PHILADELPHIA - DETROIT - ST. LOUIS - CINCINNATI +- ATLANTA + SAN FRANCISCO 
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So these “different”? promotion men 
and women sat there and studiously 
wrote the formulas on the backs of 
envelopes. I held up a few of their 
own letters and showed them how 
their’s were just as bad as those writ- 
ten by trucking operators or baby 
chick producers. One or two in the 
audience may have been helped. At 
least everyone seemed to have a good 
time. 


Even though I printed those seven 
simple formulas just a few months 
azo, | will repeat them here again 
(in very small type to save space). 
kor your New Year resolution 
paste these formulas on cards and 
agree to use them. Go over them 
often. Use the blue pencil on your 
letters. Relax . .. and be natural. 


Formula ONE 


lwo major obstacles stand in the way 
of the success of any money solicitation cam- 
paign. Appreciate them. 


1. Human Inertia. 
2. Competition for prospect's dollars. 


‘That is the reason why you must make it 
easy for prospect to react ...and why you 
must really compete for attention. You may 
think you have no competitors. But you have. 
Every other person soliciting money by mail 
for any purpose is your competitor.) 


Formula TWO 


Appeal to emotions. What we feel about a 
product, a service, or a cause influences us to 
spend our money. Very few people spend money 
because of what they think. 

(Which means that in any campaign or 
letter or piece you must find an appeal which 
will make people feel like buying, supporting. 
etc. Too many appeals are stodgy. Full of 
dull reasoning. No dramatic appeal to emo- 
tions.) 

Formula THREE 

There are four things wrong with most 
solicitation letters. 

1. Useless words. 

2. Improper arrangement. 

3. Incorrect expression of thought. 

4. Offensive words. 

(Letters are still filled with I, we, our, my, 
me, us. Long phrases, preceding the word 
‘“that’' which could be eliminated. Use a blue 
pencil ... take out all the non-essentials and 
selfish angles.) 

Formula FOUR 

What is the best format for an appeal 
mailing? 

a. Letter 

b. Circular ‘informative) 

c. Subscription Form 

d. Business Reply Envelope 

(There may be acceptable variations .. . 
there may be exceptions ... but that format 
has worked best in majority of cases.) 


Formula FIVE 


What is the best tested formula for writing 
action-pulling copy? 
1. Headline, or first sentence, to evoke desire 
as well as get attention. 
Inspirational lead-in. 
Definition of product. 
Success story. 
Testimonials and endorsements. 
Special feature. 
Statement of value. 
Action closer. 
P.S. Rephrasing headline. 
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Or an easier formula to remember is Pic- 
ture, Promise, Prove, Push. Too many appeal 
letters fall down on the ‘Push.’’ They leave 
the reader hanging out on a limb. 


Formula SIX 


What is the best formula for a Heading in 
a solicitation letter? Either ask a question or 
make a statement. 


1. If you ask a question—ask one which 
can be answered yes or no. Preferably 
‘*ves.”’ 


2. If you make a statement it must contain 
a fact which is 
a. New 
b. Different or 
c. Interesting. 


Formula SEVEN 


In planning any heading or first line, you 
should Know the five Points publicized by 
Elmer Wheeler. 


Sell the Sizzle ... not the steak 
Don't write . telegraph. 

Say it with flowers. 

Don't ask if . .. ask which. 

5. Watch your bark. 


‘See how these points fit into other formu- 
las; that is, People buy because of what they 
feel—not what they think. Don’t use useless 
words: ask questions which make the reader 
go further; don’t use words or appeals which 
are objectionable. Organize your approach. 
Make the reader the hero. Make it easy for 
him to part with his money or his time.) 


Tie ON 


This is the last time Ill print that 
series of formulas. So save them. 
If everyone knew and used them, I 
wouldn’t have to make so many 
speeches. 





Sure... We Answer Questions 


Dear Mr. Hoke: 
May I make a suggestion? 


No doubt there are hundreds like 
myself who were just getting a toe 
hold on advertising when we went 
into the service. Maybe it was a bad 
one or maybe fair—anyway we are 
back now and want to start where 
we had to leave off. 





I believe The Reporter would be 
doing a great service for those like 
myself if The Reporter could spare 
the time and space for a question and 
answer section. 


For example: I don’t know if the 
enclosed is very bad—mediocre, or 
shows a faint spark of hope to be 
kindled. I turned it out when I first 
came back. At first the Boss thought 
| saw too many “Goony” birds while 
[ was gone. Now, like myself, he 
doesn’t know. The mailing went to 
over 1200 customers and the com- 
ments have been many. Some veri 
bad, bad, fair, and some good ones— 
thank goodness. 


If you have time to make any com- 
ments they will be appreciated—make 


THE REPORTER 


them straight from the shoulder for I 
can take it. 
Very truly yours, 

Lloyd L. Judkins, 

3329 lowa Ave., 

Fresno 2, Calif. 

Reporter's Note: We would like 

a question and answer section in the 
magazine. Our office answers hun- 
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dreds each month . . . most of which 
follow ancient lines and are not con- 
sidered interesting enough for all our 
readers. The screwiest one this month 
urged us to reveal “without subter- 
fuge’”’ the true original name of Wal- 
ter Winchell. That was easy since 
W. W. has offered a reward of some 
thousands to anyone who can prove 
his name isn’t and wasn’t Winchell. 
He did change his name about 20 
vears ago by adding another “l” to 
the original Winchel. That was all. 
He has spent thousands of dollars 
tracing his family back as far as rec- 
ords go and it all results in Winchel. 
What that has to do with Direct 
Mail we don’t know. But people ask 
us strange things. 


Getting back to Mr. Judkins . 


So far as your sample piece is con- 
cerned . . . we see nothing wrong 
with it. During the past years the 
custom has been growing to make 
moving, new address and new addi- 
tion announcements as humorous or 
unique as possible. Your piece is cer- 
tainly not any more unusual than 
similar pieces we have seen. It has 
appropriate humor . .. so dont let 
the reactions from sourpusses stop 
vour enthusiasm. 


H.H., 





Dear Mr. Hoke: 


In your September issue, Lewis 
Kleid replies to Floyd Hockenhull’s 
article in August. Mr. Hockenhull’s 
point seems to have been that, im cir- 
culation promotion, when you want 
revenue to exceed expenses, a single 
letter, order form and return enve- 
lope will produce more orders at 
lower costs per order than elaborate 
mailings. 


While Mr. Kleid enters a general 
denial, he does not present any cost 
figures to prove that elaborate mail- 
ings are more economical selling 
methods. 


My own knowledge of the circu- 
lation costs and results of many 
publishers makes me in_ thorough 
agreement with Mr. Hockenhull. 


Publishers and their employees 
make speeches blithely of prestige at 
luncheons and in articles. But in their 
own private offices with the account- 
ing department’s cost sheets before 
them, the conversation has a more 
earth bound flavor. 


May I point out that, while cir- 
culation promotion is mail selling, it 
is not representative or typical mail 
selling. If, for instance, | need sub- 
scribers for an imminent ABC, | 
may be willing to buy them at almost 
any price. If I am hampered by 
paper shortages, a relatively fixed 
advertising rate, and a waiting list 
of subscribers, | may make promo- 
tional gestures—sometimes elaborate 
in appearance—more for tax deduc- 
tion purposes than a desire for new 
subscribers. As a publisher my ego 
may prompt me to economically un- 
sound promotion practices for the 
sake of prestige. 





But when straight selling is as- 
sumed and the lowest costs per dollar 
return are desired, simplicity seems 
tO pay best. 


In selling general merchandise, 
when volume is not limited by pub- 
lishing needs in relation to advertising 
revenue possibilities this may not be 
true. 
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This Is Getting To Be A REAL DEBATE 


(Hurrah) 


I wonder if both Mr. Hockenhull 
and Mr. Kleid are not using the 
words “elaborate” and ‘“‘professional”’ 
rather loosely. “To me, elaborateness 
implies the overdone, the — over- 
stressed and = overdressed. . Profes- 
sionalism, if revealed, is the Hall 
Mark of the amateur. The prima 
ballerina always seems effortless. 


Mr. Kleid says he is not talking 
of stunts or novelties, vet mentions, 
‘a scent that might be appropriate, 
some principle of texture and touch 
that might be applicable, a size and 
shape that might serve to advantage 
to dramatize a copy appeal.’ 


If these devices are not to be clas- 
sified as mere stunts they must be 
based upon rather extensive knowl- 
edge of our prospects’ olfactory, tac- 
tile and visual reactions. I have never 
heard expressed nor read anything 
that would lead me to believe that 
mail salesmen possess this knowledge. 


[Do Concord grapes smell like bed- 
bugs to you? They do to many 
middle Europeans. Do you shudder 
at the feeling of varnished covers, 
suede, certain types of laid paper? 
What spatial forms excite you, de- 
press or irritate you, leave you 
indifferent ? 


While there exists some informa- 
tion on most of these things, I won- 
der if it has been co-ordinated, cor- 
rellated and digested so that we can 
safely use it as a basis for mail 
selling ? 


Mr. Kleid was disappointed in the 
samples that had accumulated during 
the war. I can speak only for myself, 
but I deliberately avoided die-cuts, 
costly paper, hand folding, tip-ons 
and many other normal devices under 
the, perhaps naive, idea that man- 
power was needed for more impor- 
tant matters. | standardized on enve- 
lopes, colors, sizes to make mailings 
with a minimum of materials and 
efforts. 1 had heard there was quite 
a shortage of paper, among other 
items. 


Mr. Kleid refers us to mail cam- 
paigns of 30 or 40 years ago as hor- 
rible examples of our stagnation. This 


may be correct. Yet mail order dis- 
play advertising of twenty years ago 
is less dated than national campaigns 
of a similar vintage. 


“Why,” asks Mr. Kleid, 
Direct Mail be handicapped” (by 
the way, what is indirect mail?) 
inferring that format is our foe. He 
then, with delightful inconsistency, 
quotes Frank Egner. I refer you to 
the plain Gothic type, 1890 ads 
of Funk & Wagnalls and to the 
crammed envelopes with quite crude 
contents .which streamed from Me- 
Graw-Hill Book Company during 
Mr. Egner’s long association. 


Why does this seemingly unin- 
spired, pedestrian looking stuff sell- 
and-sell-and sell for twenty or 
twenty-five years. Because, I should 
guess, it has something to say and 
says it to the right people at the right 
time. 


“should 


Selling by mail is not a profession 
ner an art. It is a trade conducted 
largely by intuition and_ practiced 
by relatively introspective men and 
women. ‘The comparison of mail 
selling with other forms of advertis- 
ing is usually pointless. 


Radio advertising is auricular. 
Moving pictures are highly visual. 
National advertising in newspapers 
and magazines aims at little more 
than repetition of a brand name with 
hoped for consumer recognition at 
point of sale. 


Mail selling is a direct approach 
to potential customers. Sometimes it 
is invited. More often it barges in 
without request. It faces one imme- 
diate handicap in the low level of 
reading ability of most of its recipi- 
ents (eye span and vocabularly). A 
letter is one of the surest ways of 
overcoming this initial resistance to 
reading anything, since we can pla\ 
on automatic reflexes associated with 
the established convention that “let 
ters are important.” 


This is one of the few, tenuous 
tacts for which we might adduce 
proot. Beyond this, we operate like 
thvroid surgeons, on educated guesses 
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IPI ANNOUNCES ELEVENTH ESSAY CONTEST 





BAKERS, CARERS, 
BIG EGG MAKERS 


All Make Use of 
IP] Color Guides 


We haven't the slightest idea what use IPI 
Color Guides will be put to next. Latest 
word from our sales service department in- 
forms us that a big Western dairy company 
has selected a series of yellows from the 
Guide as standards for their egg yolk colors. 
We don’t know whether or not they hold the 








sheets up in front of the hen so she knows 
what is expected of her. 

A big bakery chain is using colors selected 
from the IPI Color Guide as standards for 
their cake icings. Therefore no matter what 
part of the country the cake is baked, the 
colors of the icings will be uniform. No inks 
n the icings though. 

These uses are a little out of the ordinary, 
but we get plenty of reports on how IPI 
Color Guides save time in settling color 
selection between printer and customer. In- 
cidentally, you had better put a chain on that 
Color Guide and take good care of it. We 
probably won't print a new edition until the 
paper situation improves and other produc- 
tion conditions are better. This does not 
mean you can’t have one. Just ask your local 
IPI representative. ' 





$500 First Prize, Trip to New York 
Silver Cup Award Head Prize List 


Students of the graphic arts in the United States and Canada are preparing to enter 
the 11th Annual IPI Essay Contest sponsored jointly by the National Graphic Arts 
Education Association and International Printing Ink. 

Topic of this year’s contest is ‘‘Printing’s Place in the Post War World.” The 
topic is purposely made broad enough to allow entrants to write on any phase of 
the subject they desire. Purpose of the contest is to encourage students’ interest in 
the graphic arts. Last year over 5000 students submitted entries. Winners were se- 
lected from vocational and high schools in 26 states and Canada by a panel of 
judges chosen from leaders in public life, education and the graphic arts. 











Now Pens Write Up-Side-Down 





Makers of the new fountain pens which 
write until your arm falls off have felt the 
need of improvement in the quality of 
the writing. Recently several of the lead- 
ers heard about an IPI fountain pen ink 
formula which IPI developed during the 
war and came to us for help. Working 
together with IPI technicians they pro- 
duced long mileage pens which, when 
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filled with new IPI inks, write clearly and 
continuously, in any position—even up- 
side-down. We haven't tried it standing 
on our heads though. 





Well-known Southern Printer Celebrates 75th Anniversary 


This year Edwards & Broughton, Inc. of 
Raleigh, N. C., are celebrating their 75th 
year in the printing business. While they 
do not specialize in any type of printing 
they rad te a great many year books for 
schools and colleges, all of them printed 
exclusively with IPI Holdfast Extra half: 
tone black. 

Yearly certificate of quality awards by 
the National Scholastic Press Associa- 
tion at the University of Wisconsin have 
been made to Edwards & Broughton each 
vear since 1933. 





At least one college year book job has 
been in their top listing of All-American 
each year during this time. 

In a letter to IPI, Mr. Hardison, Exec- 
utive Vice President and General Mana- 
ger of Edwards & Broughton, writes: “‘It 
is quite correct that all of our annuals are 
— with IPI Holdfast Extra halftone 

lack. But of course we use very consid- 
erable quantities of your other inks also.”’ 

Congratulations to Edwards & Brough- 
ton for a brilliant record of 75 years of 
growth. 








Last year judges were such outstanding 
men as Major George Fielding Eliot; 
Harry L. Gage, Vice President of the 
Mergenthaler Linotype Co.; C. R. Coun- 
quergood, President, Canada Printin 
Ink Company, Ltd.; W. E. Griswold, 
Executive Director, Lithographic Tech- 
nical Foundation, Inc.; and Frederic J. 
Libby, Executive Secretary, National 
Council for Prevention of War. 

There will be four groups of prizes as 
follows: (1) National Prizes— First prize— 
$500. (which may be applied to a scholar- 
ship in any accredited college or uni- 
versity); 2nd prize—trip to New York 
City, with all expenses paid (or if won by 
one of the New York area entries, an 
equivalent cash prize of $175. will be 
awarded); 3rd prize—$50.; 4th prize— 
$25.00; Sth prize $10.00; 6 to 30th prizes 
$5.00 each. (2) Printed Essays Prizes— 
three prizes of $20.00 each. (3) Silver Cup 
Prize to the school sending in the essay 
most handsomely printed in color. (4) 
Local Awards—for the best papers sub- 
mitted by each school. 


WHO MAY ENTER THE CONTEST 


Entrants must be registered students in 
the freshman, sophomore, junior or se- 
nior class of any accredited high school, 
trade school, or preparatory school. En- 
trants must not be more than 21 years old 
on January 1, 1947. 

We are proud to announce that this 
year the contest has been approved by 
the Association of Secondary School 
Principals. For further details and rules ot 
the contest write to Fred Hartman, Na- 
tional Graphic Arts Education Associa- 
tion, 719 F:treenth Street, N. W., Wash- 
ington 5, D. C 











Personally, | would like to see 
some professional research cooper- 
atively conducted into many aspects 
of mail selling. I do not expect this, 
however, since selling by mail is still 
as “secret”? as the crafts in the nine- 
teenth century. Perhaps this is inevi- 
table because of the very personal, 
me-to-you, nature of the business. 


Harold P. Preston 
17 East 49th Street 
New York 17, N. Y. 


Reporter's Note: Perhaps the new 
Research Committee of the DMAA 
can do something about uncovering 
the “secrets.” | hereby nominate 
Harold Preston, Floyd Hockenhull 
and Lewis Kleid as a team for stag- 
ing a debate at next year’s convention 
in Cleveland. Let the fur fly. 


HERE’S ANOTHER REAC- 
TION TO THE 
KLEID-HOCKENHULL 
CONTROVERSY 


(See Reporter of August and 
September, 1946) 


Dear Mr. Hoke: 


Mr. Kleid would like to see every 
mailing piece dressed up like a queen. 
Mr. Hockenhull is satisfied with a 
plain gingham dress. Who is right? 
The answer is that both gentlemen 
are only partly right—because both 
of them leave out 2 contributing 
factors: 


1) The text-appeal: can the words 
alone pull the heart and pocket- 
book strings? 


2) The purpose of the copy: is it 
to pile up prestige, inquiries, or 
orders? 


Let’s mention 2 classic examples to 
illustrate both factors: A “Time” 
subscription building letter is con- 
sidered a model for good pulling 
copy. It is processed on 2 white Mon- 
arch sheets, folded in an _ envelope, 
and delivered to you pure and simple 
—without the benefit of stage tech- 
niques. The copy is strong enough 
to stand alone—and do a utilitarian 
job of pulling orders. 





At the other end of the pole is 
Mr, Leon Bamberger of R.K.O. His 


job was—and perhaps still is—to 


& 


impress exhibitors with the quality of 
his product. He isn’t looking for 
immediate orders, but a future cli- 
entele. For the present he is satisfied 
with Ah’s and QOh’s. . . . So he die- 
cuts his messages, scents them, col- 
ors them, wraps them around little 
footballs and toy elephants, and has 
them delivered by bearded Western 
Union boys. . . . And that’s a swell 
promotion job for R.K.O. 


However, 90% of the mass mail 
users still belong to the utilitarian 
class. Their’s is not a promotion job— 
but a straight selling job. And my 
experience with these “hard-boiled” 
gentlemen has convinced me— 


that the added cost of gadgets, die- 
cuts, special trimmings, and _per- 
sonalizations, when used on_ the 
same general lists, does not yield 
a safe margin of profit. 


The determining factors have al- 
ways been the lists, plus the power 
and completeness of the sales mes- 
sage. It’s besides the point to 
argue that Direct Mail should lift 
itself to the artistic and dramatic 
level of a General Motors hour, or 
a slick magazine ad... . Mail order 
Direct Mail has no formal, stylized 
appeal. . . . . Its very purpose is to 
reach human beings on their own 
intimate shirt-sleeve level, and inspire 
them to act with confidence and speed. 


So if you use a mailing piece as 
a substitute for shoe leather, just feed 
it properly, wash its neck, and send 
it out in a plain gingham dress. 


M. A. Pollen 
Direct Mail Counsellor 
62 W. 47th St., N. Y. 


Reporter's Note: In these hard 
boiled days of high prices, delayed 
production, and miscellaneous head- 
aches we are inclined to agree with 
the gingham dress theory . . . for 
plain ordinary selling and low cost 
return. It mav be heresy . . . but 
The Reporter is getting best results 
at present with penny postal cards 
with selling message crowded clear 
out to the margins and an order form 
on the stamp side. It’s the lowest 
cost per unit format possible. But 
just because it works for us doesn’t 
mean that it will work for everyone. 
And we will change when this format 
stops pulling, 





FOR HOUSE MAGAZINE 
EDITORS 








House Organ departmental _ re- 
porters now can develop a “nose for 
news” with the assistance of a pocket 
size “‘Reporter’s Handbook.” 


Byer & Bowman Advertising 
Agency of Columbus, Ohio, has pub- 
lished and distributed a handy 16- 
page 3'4’°x6” copyrighted guide 
for plant publication correspondents 
who need helpful hints on how to 
please company periodical editors. 


‘The eye-catching humorously 
treated booklet is small enough to be 
carried around in a_ shirt _ pocket. 
Printed black and white with a sprin- 
kling of green. Cartoons are used 
liberally. 


‘The introduction says: 


“Since these publications (house or 
vans) can only reflect the skill of the 
men and women who prepare the material 
for them, we present herewith some simple 
suggestions to help the key members of 
their staffs—the reporters who gather and 
write the department news.” 


There are four parts. One features five 
ways in which to develop a “Nose for 
News”. Another is entitled “What Is 
News,” while the other two are on 
“Things to Remember” and “Tips on 
Preparing Material.” 


[It covers a lot of ground in a 
small space. In some ways . . . much 
better than a long textbook on the 
subject. 


‘The handbook was prepared by 
five former newspapermen on_ the 
Byer & Bowman public relations 
staff. Samples of the handbook can 
be obtained by writing to the B & Bb 
public relations department, 203 East 
Broad Street, Columbus, Ohio. 
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"NUFF SAI 
D ‘ Without a sales talk he'll help to clear your 


desk. For Bobby Salesman’s specialty is giving 
you a hand. He used to call to “sell” you, 
tricked out in Sunday best. Now he comes to 
help you print anything you’ve planned. Pros- 
pects present no problem—jobs tumble in his 
way. Skilled service for his clients is the pro- | 


gram for today. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway Silver Spring, Maryland 





Fo Protect an “Ideal” 


SUN sera mititse: tle: 
show sections of our 
extensive laboratories. 
Here, experienced tech- 
nicians test raw mate- 
rials, supervise paper 
qualities and maintain 
constant development 
research. 


This mark is your 
assurance of quality 
in paper. 
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tre making éagle- L Fine Sap as 


In 1892 Julius H. Appleton built the Eagle-A 
Riverside Mill with the craftsman’s ideal of 
making the finest papers. He would have ap- 
preciated the benefits of our modern laboratory 
controls to further his ideal and the skill of 
his papermakers. 


Today, our completely equipped central 
laboratory, supplemented by individual mill 
laboratories, tests raw materials, controls pro- 
duction quality and does research development. 
Thus, ‘the highest standards and consistent 
qualities in Eagle-A Papers are protected. 


EAGLE-A TROJAN BOND 


laboratory controlled, is a 25% Cotton Content Paper that experi- 
enced buyers everywhere specify for letterheads and everyday 
business use. 


Combining smart appearance with economy — Eagle-A Trojan 
Bond is a paper of proven performance, both on the presses 
and in the mails. A wide variety of sizes, weights, colors and 
finishes also contribute to its nation-wide acceptance. 


Ask your Printer, Lithographer or Engraver to use Eagle-A 


Trojan Bond for your everyday office stationery. 


Ask your Stationer for 
EAGLE-A TYPEWRITER AND BOXED PAPERS 











SHOWMANSHIP BY MAIL 


A growing Amaryllis lily bulb, at- 
tractively packaged for mailing, 
proved to be the solution for the year- 
old Amaryllis Company, Fort Wayne, 
Indiana, in getting jobber outlets and 
wholesale distribution. 





Following a special sales letter. the 
giant Amaryllis hybrid, nested in 
shredded wax paper, arrived on the 
desks of a select list of Midwest 
beauty jobbers. About one inch of the 
bulb’s new shoots was visible drama- 
tizing the theme of the promotion, 
“The start of something beautiful 

99 


A neatly printed folder inside the 
package told about the hair prepara- 
tions manufactured by the Amaryllis 
Company. Also included was a sheet 
of growing instructions with a full- 
color print of the Amaryllis lily 
in full bloom. Wired to a small 
green stick beside the bulb a tiny 
waterproofed card with the Amaryllis 
trademark on each side, identified both 
the manufacturer and the flower. 


Campaign 90% Effective 


Success rewarded the salesmen’s 
visits to the respective jobbers several 
days after the bulb units were received. 


The mail campaign proved so eftec- 
tive in opening the door to new 
jobbers that Wilhelm Ungnade, 
Amaryllis manager, was forced to 
suspend the balance of the campaign 
temporarily . . . due to the volume of 
new jobber orders and contracts. The 
campaign was prepared and produced 
by Louis E. Wade, Inc., Fort Wayne 
advertising agency. It proves again 
that there are practically no limita- 
tions to ingenuity in Direct Mail ap- 
proach. Showmanship, tactfully ap 


EAGLE-A PAPERS 


AMERICAN WRITING PAPFR CORPORATION e HOLYOKE MASSACHUSETTS 





plied, gets attention and _ produces 
results. 








WANTED 


How many readers of The Re- 
porter can give us specific, concrete 
examples of the coordination of 
Direct Mail with other forms of 
advertising? This is one subject 
which seems to interest a great many 
advertisers and especially advertising 
wencies. The Reporter would like to 
un a series of articles on the subject. 


Here is the point: 


[n too many cases space advertisin: 
is planned and handled by the adver- 
rising agency, while the Direct Mail 
s either handled or man-handled by 
the advertising department of the 
idvertiser. In many cases even the 
tollow-up to the national space adver- 
tising is by-passed by the agency and 
left to the advertiser. We would like 
to discover how many companies 
today are actually coordinating their 
Direct Mail with their space adver- 
rising. 


We already have a few cases 
which will be discussed later) where 
the Direct Mail is planned at the 
same time as the space advertising. 
[he art work, illustrations, etc. for 
the space advertisements are planned 
ind processed so that the same illus- 
trations and copy slants can be used 
in the Direct Mail follow-up. In a 
tew cases already uncovered, colored 
magazine inserts, broadsides, enve- 
lope enclosures, package wraps, win- 
dow streamers, mailing folders, etc., 
have been produced at the same time 
in “gang runs.” 


It seems to us that this idea of 
coordination must surely grow in the 
years to come. It will be one method 
of making advertising more effective 
and it will also be another device 
tor combating the increased costs of 
production. 


So, if any readers of The Reporter 
have examples . . . please send them 
to us with your personal case history. 


HOW TO WRITE GOOD 
CREDIT LETTERS 


» title of a little book, 5” x 734”, 
ust issued by the National Retail 
~redit Association, Shell Building, 
st. Louis 3, Missouri. Written by 
ur friend Bill (W. H.) Butterfield. 
‘t contains 47 easy-to-read and help- 


ul pages. Price $1.50. 
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The New 
STREAMLINED 
VARI-TYPER* 





a 
Rave. 


Cuts Paper Costs 


(SOMETIMES MORE) 


Beat paper shortages and get better 
looking forms, manuals, house organs, bulletins, sales 
letters! Vari-Typer, the Office Composing Machine gets 
far more wording on a page than a standard office 
typewriter— twice as much or even more! That means 
you need half as much paper for many jobs—or even 
less. You get big savings in stencils, ink, collating 
time, too. 

It’s the type that does it—the changea- 
ble types (hundreds of styles and sizes all fit one 
Vari-Typer machine) and the changeable spaces that 
only Vari-Typer has. 

Vari-Typer can be operated by any competent 
typist. Inamatter of seconds she can switch from bold 
to italic ... to space-saving condensed types ... to 
special technical types ... to foreign language types 
of many styles. 

Vari-Typer work looks like printing, costs 
far less. It eliminates type-setting bills, reproduces 
beautifully on regular office duplicating machines or 
by offset printing. Coupon brings booklets that show how 
Vari-Typer saves time and money a dozen different ways. 


NOW...a new STREAMLINED VNVari-Typer 


All the advantages of previous models PLUS—justifier dial 
at center of operator’s vision (measure and fit copy at a 
glance) ... improved stencil light ... greater impression 
range (makes more carbons) ... vertical ribbon mounting (less 
friction, away from dust) ... extra type drawer ... smart 
chrome and grey finish ... 


Please send me portfolio PI-11. 


DD Kccdbneneeeee senneeneeendensseewesen oes 
PPP OTT TUTTI TTT TUTe TTT rT ee 
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PPP T TTT TT TTT TT TCT TTT 








*Reg. U.S. Pat. Off. & Foreign Countries—Marca Registrada Marca Deposée 














Gael Sullivan, Second Assistant 
Postmaster General, wasn’t satisfied 
with a mere reduction of both domes- 
tic and foreign air mail rates. He 
figured that the real value of the 
reductions should be called to the 
attention of American business men. 
So, along with the space and radio 
campaign sponsored by the Air Trans- 
port Association, the Post Office car- 
ried on its own mail campaign. Large 
mail users, owners of postage meters, 
publishers and others have been re- 
ceiving letters from Mr. Sullivan 
about the new Air Mail rates. 


The letters would scarcely take a 
prize for good, hard-hitting Direct 
Mail copy, but they’re several steps 
removed from the usual government 
writing. We did like the headline of 
one of the letters “Now ... Put 
Wings on Your Letters For Only A 
Nickel An Ounce.” And better still 
was the last paragraph used in all of 
the letters, which, believe it or not, 
were personalized (in a mild sort of 
way) for each group addressed. 


“We in the Postal Service are striving 
constantly to give the people of the United 
States the service which they demand and 
which they have a right to expect—swift, 
sure, economical mail transportation. We 
feel we have the answer in “NICKEL 
AIR MAIL”—and we are confident that 
you will come to rely on air mail as an 
everyday business necessity.” 


t * + 


While we’re talking about air mail 

. you might be interested in the 
figures for the month of October (the 
first full month of nickel air mail). 
The estimates which are just 
that, and don’t profess to be anything 
else, show that in the 28 regional 
offices which usually handle 70% of 
the nation’s air mail business, 212,- 
538,510 pieces of mail were carried 
over domestic lines in October, an 
increase of almost 61,500,000 pieces 
over September. The estimated in- 
crease for the month was approxi- 
mately 40% and the few figures 
we've seen for the first two weeks in 
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Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 





November show an even greater in- 
crease. It may be too early to beat 
our breasts in triumph but it cer- 
tainly looks as if lower rates (at least 
in air mail) increase volume more 
than enough to make up for those 
lower rates. And although we don’t 
believe that a reduction in all postal 
rates will increase postal volume, we 
do hold out for the reverse of this 
theory. We're definitely convinced 
that an increase in_ rates’ will 
mark a falling off in volume 
usually sufficient to show a net loss 
on the whole transaction. 


* * * 


One final item about air mail. It’s 
from a recent Postal Bulletin. 


“POSTAGE ON AIR MAIL MAY BE 
PAID BY MEANS OF ORDINARY 
STAMPS AS WELL AS BY 
SPECIAL AIR MAIL STAMPS 


“It appears some patrons believe that 
the special 5-cent air mail stamp must 
be affixed to letters carried by airplane. 
This is not so; the postage on air mail 
may be paid by means of an ordinary 
5-cent stamp or by any combination of 
other ordinary stamps of sufhcient value 
to pay the postage chargeable at the new 
air mail rate of 5 cents per ounce or 
fraction thereof, as will be seen from 
paragraph 4, section 511, Postal Laws 
& Regulations, which reads as follows: 


‘Special air mail stamps should be 
used for the payment of postage on 
air mail, but ordinary postage stamps 
may be used. Air mail stamps may 
not be used on other than air mail. 
All mail intended to be carried by 
airplane should be plainly marked 
‘Via Air Mail’ in the space immedi- 
ately below the stamps and above 
the address. Envelopes of distinctive 
design approved by the department 
for air mail may be used for air 
mail only.’ 


‘“Postmasters are requested to bring the 
foregoing to the attention of patrons, giv- 
ing it the widest possible publicity.” 


We quote this paragraph not be- 
cause you didn’t know it but because 
of the phrase . . . “immediately below 
the stamps and above the address.”’ 
Those few words seem to give more 






weight to the theory that postal clerks 
read down instead of up. However, 
we'll still stick to our belief that the 


‘ 


‘sorting’ clerks read up and it will 
pay to capitalize the name of the city 
and state in your address. The clerks 
who “face” the mail for cancellation 
also separate regular mail from other 
kinds and they do see a top 
admonition that the envelope con- 
tains air mail more easily than one 
placed on the bottom of the letter. 


If you haven't seen the latest issue 
of “Envelope Eccnomies’” published 
by Tension Envelope Corporation 
(offices in New York, St. Louis, Min- 
neapolis, Des Moines and Kansas 
City) get one for your postal files. 
The issue is devoted to “Third Class 
Mail” and although we disagree with 
the findings of some of the tests it 
reports, it contains a great deal of 
good information you should have for 
ready reference. 

* * * 


Speaking of envelope companies, 
we want to quote an interesting let- 
ter we received recently from Ben 
Pollack, Sales Promotion Manager 
of the General Envelope Co. of Bos- 
ton, Mass. ( Post Office officials please 
note. ) 


“It seems to me that the Post Office is 
missing an unusually good opportunity to 
be of service by not actively keeping the 
public in mind of the ‘Change of Address’ 
cards which they have for use. So many 
times people move around the block or 
across the country and do nothing about 
it from a mailing standpoint. The mail 
just bounces back because they haven't 
done that which should be a national 
habit. If the public were constantly re 
minded of the value of notifying the Post 
Ofhce each time they had a change of 
address it would save a lot of expensive 
rehandling of mail. 


“I’m sure that such a program enlist- 
ing the aid of the route carriers would 
step up the efhciency of mail deliveries 
considerably. 


“All in all, 1 have nothing but praise 
for the personnel of the Post Office. | 
have found them to be most accommo- 
dating and helpful. I make the sugges- 
tion above, however, as one which |! 
believe to be constructive. I make it 
through the medium of The Reporte 
because I think that in this way some- 
thing is apt to be done about it. I mak« 
it because I think it would be a great 
help all the way ’round to reduce the 
tremendous amount of mail returned with 
the markings, ‘Moved, left no address’.” 


* * * 
The Post Office has made an im 


portant change in the regulation: 


governing the correction of mailing 
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lists and because in reporting it last 
month we didn’t call your attention 
to those changes, we report the new 
regulations before commenting on 
them. 


“(d) Except as provided in subpara- 
yraph (b), a minimum charge of 25 
cents, payable in advance by cash, money 
order or postal note; is made at all post 
othces for the correction of any mailing 
list bearing less than 25 names, and for 
any list ot 25 names or more a charge of 
| cent, for each name submitted (also 
payable in advance) shall be made, plus 
the postage for the return of such list. 
When return postage is not furnished 
request should be made therefore, and 
the list should not be returned until such 
postage is received. Furthermore, all 
lists submitted, whether for correction of 
address or elimination of duplicates, are 
to be considered mailing lists. No charge 
will be made for mailing lists submitted 
only for the purpose ot having postal 
delivery zone unit numbers inserted.” 

Under the old regulations, third 
class offices without city or village 
delivery service and _ fourth class 
offices did not make any charge for 
correcting lists of less than 25 names 
and the charge for correction of lists 
of more than 25 names was optional. 

Under the new regulations a mini- 
mum charge of 25 cents for lists of 
less than Z5 names and of | cent per 
name for lists of more than 25 names 
will be made at all Post Offices of all 
classes, such charges payable in ad- 
vance. Ihe only exception to this rule 
is that no charge will be made for 
mailing lists submitted only for the 
purpose of having postal delivery zone 
unit numbers inserted. 

You can increase your percentage 
of sales results and save many dollars 
in postage and circular or catalog 
costs by keeping your mailing lists 
corrected on a regular schedule as 
close as possible to your principal 
mailing dates. 

* * - 


Here’s another item that may be 
worth reading and filing for future 
use— 


“CHRISTMAS SEALS OR STICKERS 
ON MAIL MATTER” 


“The requirement that domestic mail, 
including that for all possessions of the 
United States, bearing on the address side 
adhesive seals or stickers other than law- 
ful postage stamps, shall be treated as 
unmailable, is suspended from December 
1, 1946, to January 1, 1947. Postmasters 
shall, however, inform their patrons that 
such seals or stickers should not be placed 
on the address side of mail.” 


*” * * 
. and a very Merry Christmas 
and a New Year complete with all 
vood things to you. 
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Prominent Users of Strathmore Letterhead Papers: No. 68 of a Series 
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FOR THINGS TO COME? 
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Southern Pacific sets the pace in luxury sleeping-car travel 
with THE LARK... first train in America with a spa- 
cious three-car lounge and dining unit; first in the West 
with private room accommodations only. With overnight 
trips between San Franci:co-Oakland and Los Angeles, 
THE LARK brings the latest in rail transportation to the 
West at regular Pullman fares. 


Completing the appointments of THE LARK is its own 
Strathmore paper letterhead, especially designed for passen- 
ger use. Your letterhead, too, is an important detail which 
interprets the pace of your company. To make sure, choose 
a Strathmore letterhead paper. The Strathmore watermark 
is your assurance of quality. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 


Thistlemark Bond, Alexandra Brilliant, Bay Path Bond. Strathmore Bond. 


SEAT MORE os 


Strathmore Paper Company, West Springfield, Massachusetts 
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Scrapbook 


By: JAMES M. MOSELY 


January shaping up as month of 
intensified mail activity in spite of 
strikes and labor restlessness 
prospects looking for more for their 
money and holding back if they don’t 
yet it... . Never a dull moment! 


Letter-trends of the month: 


Many missives to explain long- 
delayed O.P.A.-freed Price Increases. 
The bad news was softened and mini- 
mized as seldom before by skillful 
letter diplomacy. 


Letters to offer better service 
(sometimes even lower prices) from 
aggressive newcomers, usually G.I. 
The advance guard against the “ins” 
of the Competitive Era coming! 


Will the exceptional crop of fruit 
and other clubs for monthly delivery 
of deluxe gift merchandise lead to 
a Battle of the Titans with special 
values, bonuses and price-cuttings for 
survival ? 


Or will the unusual separate adver- 
tising of each develop increased inter- 
est and volume in the whole field 
as it has in so many other phases 
of merchandising? Copy has _ been 
spectacularly versatile and readable. 


One fruit company is building for 
a $10 million-a-year business and 
spending $400,000 in Direct Mail 
and space this year. Sounds as though 
this Company believes volume con- 
sumer gift by mail business is here 
to stay! 


Angling: Middle western charm 
school markets services under Holly- 
wood postmark. 


How a leading furrier is Direct 
Mailing to put its customers to work 


ta 


Notes from a 
Nail Selling 








to get'new customers in face of grow- 
ing consumer resistance: 


“There is a Santa Claus! Read on and 
we know you will be delighted with the 
Christmas present Santa has for you! 


“As a valued Scott customer, you will 
receive either a two-skin Natural Wild 
Mink scarf or a Sable Dyed Russian 
Squirrel scarf of two large double-skins. 
This gift from our Santa is YOURS if 
you will bring or send in a friend, rela- 
tive or neighbor who will purchase a 
Scott Super-Bilt Fur Coat any time from 
now until December 15th. You will be 
under no obligation whatsoever. 


“THIS OFFER IS NOT BEING 
MADE TO THE GENERAL PUBLIC! 
In order for us to have a sufficient quan- 
tity of these fine Russian Squirrels for 
this event, please MAIL THE EN- 
CLOSED CARD to us by return mail.” 


It’s been a long time! 


Top income states are top sources 
of mail order business. It’s folks with 
ample money over living costs who 
can buy the books, magazines, foods 
and gadgets on impulse by mail. 


U. S. NEWS rates these most worth- 
while, with average incomes! 


WEST COAST: Washington (Sur- 
prise?) $1483; California, $1480; 
Oregon, $1295; Nevada, $1256. 


EAST: New York, $1519; Connec- 
ticut, $1509; Delaware, $1405; 
New Jersey, $1402; Massachusetts, 
$1299; Rhode Island, $1279; Mary- 
land, $1231. 


MIDWEST: Illinois, $1309; Michi- 
gan, $1307; Ohio, $1298. 


That’s where the bulk of luxury 
specialties will move direct by mail. 


Using Direct Mail to build more 
business around dealers in 1947? 


A manufacturer of rural special- 
ties has 7,000 key dealers. Each is 


asked to prepare and submit a list of 


50 to 100 better customers or pros: 
pects. [he advertising department 
puts these on Addressograph plates, 
keyed for any of 7 or 8 subjects of 
interest, maintains a total list of 
500,000 consumers. 


Almost every month the full list 
or special prospects with special needs 
are mailed. Each mailing has a mul- 
tigraph imprint of local dealer’s name. 
All the work is done at the home 


office. Manufacturer reports good 
results. 
A few years ago a printer asked 


his wife to think up an idea for a 
specialty mail order business. In a 
flash, she mentioned a highly special- 
ized product to a_ concentrated 
market. 


He wrote the copy, had it beauti- 
fully printed, used trade papers, too. 
‘Together they made the idea leader 
of its field in prestige, sales. 


‘Today, in the evening of life and 
retired from the printing business, 
this couple has better than an annuity 
in sales entirely by mail sometimes 


as high as $6,000 a month. 


Both occupy their minds and some 
of their time by reading all incoming 
mail, supervising shipments, etc., and 
keep as young-minded as you please. 
I met them at the recent D.M.A.A. 
convention. 


A smooth-running Direct Mail 
mail order business is a good way to 
keep mentally alert and young... 
and to buy an occasional lamb chop. 


An unselfish inspirational message 
on back of outside or inside envelopes, 
letterhead, order form or as an insert 
is building good will for a mail order 
seller. These times need public mail 
morale-building. 


Most mail order men do not like 
to see white space go unused. Perhaps 
there are ways you can harness it for 
the good of the recipient—and at the 
same time make him remember, and 
like you, better! 


Note: As this issue went to bed, Henry Hoke 
was fiying to Hot Springs, Arkansas for rest 

. and recuperation from conventions, 
speeches and what have you. He'll be there 
for a while and will then hit for points far- 
‘her South ... probably Plorida. His Sound 
Scriber, however, will grind out his editoria 
comments for the next issue. 
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That was an enjoyable and stimu- 
iting party .. . staged on November 
0 at the Waldorf-Astoria Hotel in 
New York by the new Board of 
irectors of the Direct Mail Adver- 
sing Association. ‘To it were invited 
| the past presidents and past direc- 
rs of the association together with 
presentatives of the advertising and 
aphie arts press. About 75 old and 
w-timers were present. New presi- 

nt, Edward Mlaver, presented a 
stimonial plaque to retiring  prest- 
nt, Howard Korman of McCann- 
'rickson, for his three years of untir- 
x effort in doubling the member- 

ip of the association. A gift was 
‘so presented to L. Rohe Walter, 
ho for three years preceded Howard 
Norman while the association was 
ruggling through reorganization. 

President Mayer outlined some of 


e plans for 1947. The association 
organizing a nation-wide speakers 


DIRECT MAIL PLANS for 1947 


bureau. to furnish business groups 


with quick authoritative information 
about Direct Mail problems. A spe- 





cial mail order group within the 
association is contemplated. W. Don 
Molitor, of Edward Stern & Com- 
pany, Philadelphia, is the new chair- 
man of the Research Committee. A 
continuing survey will be undertaken 
to uncover the remaining “‘secrets”’ 
about Direct Mail. A committee has 


been appointed to re-study the Direct 
Mail leader set-up with the idea of 
breaking the winners into logical 
classifications, thereby giving more 
people a chance to participate (and 
win). 


It was announced that the 1947 
Convention will be a three-day affair 
(as in pre-war days). It will be held 
in Cleveland, Ohio, sometime during 
October. Definite dates will be an- 
nounced later. Harry Porter, of the 
Harris-Seybold Company, Cleveland, 
Ohio, who was one of the chief 
sparkplugs ef the Graphic Arts Vic- 
tory Committee durinz the war, has 
accepted the general chairmanship of 
the 1947 DMAA Convention. Judg- 
ing by all the enthusiasm and sparkle 
of the November 20 meeting, the new 
oficers and members of the board 
are out to break all records . . . and 
you will be hearing lots about the 


DMAA in 1947. 








Fine Flax Writing * Fine Flax Air Mail « Flax-opake Bible 
and Printing Papers * Boxed Typewriter Paper * Make- 
ready Tissue * Stationery Cabinets ¢ Silver Wrapping 
Tissue (Non-Tarnish) ¢ Lightweight Paper ‘Specialties 
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® RADIO CRITICS are concentrated 
upper strata of society—those with more 
education, influence and income, according 
to Dr. Paul S. Lazarsfie!'d’s Bureau of Applied 
Social Re-earch of Columbus University. In 
o poll conducted by the Bureau, the ques- 
tion, “Do you ever feel like criticizing when 
you listen to the radio,” was “yessed’” by 
64%, of which 29% were “annoyed by 
advertising.” 


in the 


Lazarsfield states, “that 
radio advertising comes to the minds of 
about one-third of the people when the 
inquiry touche; on the general criticism of 
broadcasting.’ 


“It appears,” Dr. 


A QUICK GLANCE A 





Edited by 
GEORGE KINTER 
T THE NEWS 


A tabulation of specific criticisins shows 
that 30% thought commercials too long; 13% 
in bad taste; 13% too detailed; 15% too 
much singing; 32% too repetitious; .35% in- 
terrupt programs; 31% silly; 18% too many 
jingles; 33% claim too much for the product; 
26% too many of them; 27% don’t object 
strongly to any. 

He concludes that “four of the factors— 
quantity, dullness, overselling and attention- 
getting devices are of approximately equal 
importance” as targets of criticism. 

In his analysis, Dr. Lazarsfield examines 
the question of making commercials more 
acceptable and finds that it isn’t being done 





! Direct mail tells your sales story speedily, eco. 
nomically, successfully. \ 


/ Ahrend-created campaigns have been follow- 
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/ ing the direct mail routes for 54 years . . . with 
/ a "know-how" that has won for Ahrend clients 
/ 21 national awards within the past 4 years. 


rr Lf Let the Ahrend staff of experts work for yeu 


. . . from developing the idea to mailing the 


You'll 


$2 finished pieces. 


Ahrend" means RESULTS. 


D.H.AHREND COMPANY 


find '"Created-by- 
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because “if one advertiser does it and an- 





other does not, the first would be afraid 
that the second would sell more goods. One 
way to pave the way for improvement and 
to protect advertisers,” suggests the anal- 
yst, “would be for the industry as a whole 
to take action.” 


® WANT A TROLLEY CAR? If you do you 
may be interested in knowing that the 
American Transit Association, through the 
Spotlight on America is offering a trolley car 
for the best answer to the question ‘Who 
ls Kilroy’ the guy who won fame by always 
getting there first. 


@ IF YOU'VE A SUBSTITUTE for linseed oil 
you can do business with the ink makers. 
it is reported that a shortage of this type 
of oil may soon slow up the printing 
business. 


® AFTER SEVEN YEARS Marshall Field’s PM 
newspaper opens its columns to advertising. 
The only profit the paper ever showed was 
a small one in 1945. 


© “A PROLIFIC SOURCE of medical misin- 
formation,” was the label attached to some 
radio commercials, by Dr. Carl Binger, assist- 
ant professor of Clinical Psychiatry, Cornell 
University Medical College. 


“The commercial plug in its effort to brand 
brand-consciousness upon us has little inter- 
est in truth,” he told the annual meeting of 
the National Committee for Mental Hygiene 
here. He called advertising a game with the 
public as its plaything. ““We are hammered, 
beaten and exhausted into brand conscious- 
ness. ‘Buy Vita Loaf. It’s chockful of body- 
building, bone building, energy-building vit- 
amins.’ | need hardly tell a sophisticated 
audience that in spite of the regulations of 
the FTC and the Pure Food and Drug Act, 
these commercial plugs are a prolific source 
of medical misinformation.” 


Dr. Binger said radio was potentially a 
good medium for disseminating medical 
knowledge, but he described the situation 
that makes it necessary for doctors “‘to accept 
the sponsorship of commercial houses that 
may use them to advertise their wares. We 
do not want to become the champions of a 
particular brand of whiskey or toothpaste.” 


@® HONEST ADVERTISING may not be just 
the “best policy,” it may be the “only policy,” 
members of the Chicago Federated Adver- 
tising Club were told recently by H. K. Rey- 
nolds, manager of the San Francisco office 
of the advertising agency of Kimberly and 
Maag— er —we mean Foote, Cone & Belding. 


“We have a strong hunch,” said the branch 
manager of the agency that handles some 
cf the most obnoxious advertising printed 
ond aired, ‘that the average American has 
better taste and more common sense than 
the average advertiser gives him credit for. 
We have a strong hunch that people will 
read anything they are interested in, regard 
less of length and without the benefit of 
advertising tricks. We have a very strong 
conviction that people all over the world are 
hungry for the truth. They are tired of half 
truths in advertising, and ‘slanted’ news 
They desperately want to know what's really 
going on. 


“Advertising is the voice of business. In 
many cases it is tne only voice business 
has—at least it is the only voice business 
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can control. Publicity is subject to the bias 
of editors, but advertising runs exactly as 
written. If every company in its advertising 
will tell the truth, the whole truth, and 
nothing but the truth, | think that American 
business will make a step forward towards 
deserving and winning the full confidence 
of the American people and their govern- 
ment.” 


® LIKE SHANGRI-LA, the “famous gardens 
of Miahati in Hawaii, where the exotic vari- 
colored hibiscus and jasmine mingle with 
honey-suckle and orange in riotous frag- 
rance”’ do not exist says the Federal Trade 
Commission and it doesn’t believe it would 
be possible for a line of perfume to be 
originated in a place that doesn’t exist. It 
has, therefore, slapped a cease and desist 
order on one Andrew Apicella, trading var- 
iously as Oceanic Import Co., Abbott Manu- 
facturing Co. and Miahati, Inc. 


® MAKES SENSE, does a plan adopted by 
the publishers of Motor Service. ‘““Compensa- 
tion for Plates,” heads the following an- 
nouncement to Motor Service advertisers: 


Many advertisers prefer to furnish com- 
plete plates of advertisements to appear in 
Motor Service in order to secure the type 
display they desire in this distinctive pocket 
size magazine. To compensate these adver- 
tisers in part for the cost of preparing these 
plates, they will receive a credit of $20 per 
page provided no composition is required. 
Complete plates for fractional pages will 
receive a corresponding fractional credit.” 


® “ONE CENT” and ‘Factory-to-You” sales 
are frowned upon by the Federal Trade 
Commission. It accused United-Rexall Drug 
Co., Boston, and its retailer subsidiaries of 
misrepresenting the extent of price reduction 
during such sales, by listing at “regular 
prices’ amounts “substantially higher’ than 
the usual selling price. FTC charges that 
prices advertised as ‘regular’ during “one 
cent sales’ are higher than prices usually 
charged, “so the price for two units is actu- 
ally more than the regular price of one unit 
plus one cent.” 


® RALEIGH CIGARETTES in the number of 
5 packs and an engraved lighter (retail 
value $5) are being offered in some markets 


for $2. 


® “THE WORST IN YEARS” is the current 
response to Direct Mail efforts according to 
lewis Kleid, president, Mailing, Inc. His 
statement was based on a survey of 50 men 
and women actively engaged in selling by 
mail. The poll disclosed that most of the 
interviewees felt this poor showing will con- 
tinue for the rest of this year and the first 
four months of next. They said the first signs 
of slackening off were felt in March and 
blamed strikes, political unrest and buyer 
selectivity as the responsible factors. 


® UNDER THAT EVIL OPA, net earnings of 
corporations reached the highest level of 
the year according to a recent survey of 
the National City Bank of New York. Pro- 
ducers of consumers’ non-durable items and 
retailers showed up as chief beneficiaries. 


® THIS SIZE SPACE L] in the Saturday 
Evening Post would cost about $1.30 at the 
new black and white page rate. Black 
and white page rate has been raised from 
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Glad this first day 


I'll stamp the letters .. . wonder where 
grind is over! Miss Whoozis gone?... 


she keeps the stamps? Or does she?... 





Stamp box snafu! .. Have to take these 
letters with me! Wait... all is forgiven! 





Something NCW was added 


to the office while you were away, Major!... 

The Postage Meter makesadhesive stamps unnecessary, 
prints postage as needed for any kind of mail. . . seals 
the envelopes at the same time... handles the day’s 
mail in a matter of minutes... Prints a dated postmark 
too, which helps hurry your metered mail through 

the post office... A great convenience, always has the 
value of stamp you need . . . stops stamp leaks and losses, 
does its own counting... Even a small office can afford 


a Postage Meter—tens of thousands in use everywhere 







...Call the nearest Pitney-Bowes office, 


= 






—=—— 
- On 
7* ae 


or write today for free illustrated booklet. 


= prrney-BOWES Postage Meter 


PB) Pitney-Bowes, INc., 2005 Pacific St.. Stamford. Conn. 


we Originators of Metered Mail. Largest makers of postage meters 
“Var . . . . e.e . 
ww Offices in principal cities, IN CANADA: Canadian Postage Meters, Ltd, 











$10,000 to $10,500; 2-color page rate from 
$12,200 to $12,800 and 4-color page rate 
from $14,300 to $15,000. 


® HOW TO SAMPLE MOLASSES was a prob- 
lem unsolved by a molasses maker until 
struck by the idea of putting it in medicinal 
capsules. It worked and sales mounted, 
according to Printers’ Ink. 


® A LOT OF LAUGHS could be expected 
from a book title, “Doc Carter VD Comics” 
if the word “comic” meant today what it 
did when N. Webster defined it, but as the 
book, issued by the Connecticut State De- 
partment of Health, deals with venereal dis- 
ease it is as free of laughs as other present- 
day books and strips labeled “Comics.” 


® “NUTS TO THE WEST COAST” would be 
a fitting slogan in the campaign of Circus 
Foods, Inc. According to reports this Barnum 
& Bailey-like campaign is really blazing a 
trail of peanut sales. Pictures of Bonnie the 
elephant standing by a 50-ton pile of Circus 
peanuts, banners carried by airplanes and 
the slogan heralding the information ‘’Circus 
is coming—but it’s not what you think,” 
combine to create an unusual demand for 
peanuts in the familiar red-and-white circus 
striped bags. 


® THE BATTLE OF BEVERAGES will be Coffee 
vs. Tea. Taking note of the fact that the 
Pan American Coffee Bureau and the Na- 
tional Coffee Association is spending $700,- 
000 in an effort to increase consumption of 
coffee by 50%, the Tea Association of the 
United States will spend about $250,000 to 
tell the public how “Tea peps you up.” The 


tea people figure that tea is used in nearly 
8 out of 10 homes but only 54% of the 
men drink tea regularly but if the level for 
men could be brought to the level of the 
homes and the consumption of tea by women 
was increased 20% and with boys and girls 
the increase would go from 38 to 78%, 
present tea usage would be doubled—which 
would beat the coffee people percentagewise. 


® SOMEWHERE SOUTH of $1,000 will be 
the price of a Kaiser-Frazer-Fiat car, when 
and if it is produced. It is reported that the 
Italian cauto-maker, Fiat Company, will ship 
the chassis to this country and Kaiser-Frazer 
will edd the bodies, tires and all accessories. 
The tentative program calls for 40,000 chas- 
sis from the Italian maker next year. 


® ENVELOPE LICKERS will be glad to hear 
that the Sheppard Envelope Company has 
developed a mint-flavored adhesive for the 
flaps of its envelopes. 


® “THE BIG SHOW,” an hour of Hollywood 
entertainment will be sponsored by .200 to 
250 department stores in various parts of 
the country. It is expected to begin January 
1 or shortly thereafter. The cost, which will 
be borne by participating stores, is esti- 


mated $2,750,000. 


® WHAT THIS COUNTRY NEEDS is a good 
5-cent package of chewing gum and Phil 
Wrigley is going to continue filling that need. 
in a recént letter to some 800,000 retailers, 
the head of the Wm. Wrigley, Jr. Co. ex- 
plained why the company refused to boost 
the price to wholesalers. “The five-cent field,” 
he says in the letter, “has for many years 





FIRST IMPRESSIONS - 
GO BY MAIL! 


Be sure your letterhead gives the right 
impression of your organization. Your 
printer is the man who can best advise ~ 
you on this important matter. Paper is an old story to him. He 
handles it every day. He can tell you in a flash whether it has the 
quality you require. For executive letterheads ten-to-one he will 
recommend Rising Parchment... 


f 100% rag 
/ Four Weights 
f Distinctive unglazed parchment finish 


sing, 
paren 








(pin 
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ent / 6 standard sizes of envelopes 
When you want to KNOW. --go to an expert! 


hising Papers 


Ask your printer... he KNOWS paper! 


Rising Paper Company, Housatonic, Mass. 








/ Super Opaque 











been an important one for you, the whole- 
saler and ourselves, and we believe it is 
certainly worth the effort on all our parts 
to preserve it for the future.” 


© A PRICE INCREASE that a part of the 
public will hail with delight will affect juke 
box music. DeWitt Eaton, a Chicago juke box 
maker, says that the juke box operators 
are going to be forced to charge a dime 
instead of a nickel for a single playing— 
three plays for a quarter. 


© BROADCASTERS should require all news 
broadcasters and commentators to file state- 
ments revealing the source of all their 
income and the income of members of their 
families, is the opinion of radio commen- 
tator, Fulton Lewis, Jr. He also believes that 
station owners should require commentators 
to list all past and present affiliations with 
pressure groups and other organizations. 
“This,” he asserts, “would help prevent 
undermining the U. S. in its relations with 
Russia.” 


® A LOOK WAS ALLOWED the Britons, at 
some 5000 articles displayed at a “Britain 
Can Make It” show, but the articles were 
not, and probably will not for a long time, 
be for sale at home. 


© “WHEN YOU TRAVEL let AAA arrange 
it’ will be the slogan of the American 
Automobile Association in a campaign that 
will describe a complete world-wide travel 
and reservation service. 


® BUMPER ADVERTISING is a newie con 
ceived by V. W. Habenicht, a former Mil- 
waukee grocer. Advertising will be carried 
on the bumpers of privately owned cars. 
Auto owners are paid $2 per bumper per 
month. While there were 35 automobiles in 
Milwaukee carrying panels for advertising 
in October when Advertising Age reported 
the new venture, none were carrying com- 
mercial ads. They merely carried the an- 
nouncement: “This Advertising Space Avail- 
able.” 


® MANY OF THEM THAT HATH, apparently 
are not satisfied with what they got. A 
survey by the Psychological Corporation of 
8000 families, subscribers to Collier’s Maga- 
zine, in 125 cities reveal the following per- 
centages of families owning listed items and 
percentages of families in the market for 
new ones: 


Now Want 

Owning ‘To Buy 

I iat ai ee le a he 95.3 31.8 
Automobiles _____.______- 51.4 30.6 
Automatic Refrigerators ____ 62 20.2 
Kitchen Ranges ________- -. Fae 11.5 
Washing Machines _-_-_-_-_--- 50.2 20.9 
Vacuum Cleaners ________. 54.9 13.6 
Electric Irons ___________. . 92.6 11.4 
Automatic Elec. Toasters._._.__ 30 13.7 
Electric Food Mixers_____-_- 21.5 10.8 


© MR. KIPLINGER, business prognosticator, 
will launch an adless magazine in January. 
It will be a monthly titled Kiplinger Maga- 
zine, with the subtitle, “The Changing Times.” 
It will be available by mail subscription only. 


© FOUR WALLS, A ROOF and the chair 
designed by Chairback, Inc., Evansville, Ind., 
are all that will be necessary for any man 
to set up housekeeping. The chair has a back 
designed to hold a coat, a bar to slip trou- 
sers over, a shoe tray underneath and 
drawers for contents of pocket. It lacks only 
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a hotplate, coffee pot and a compartment 
for a few dishes, a bottle and a glass. 


® A CANDY-OF-THE-MONTH Club is now 
being nationally advertised. It is the brain 
child of Edward Wise, Jr., of Olian Adver- 
tising Co., Chicago. For $19.75 a year you 
will receive nine boxes of candy—one each 
month except June, July and August. 


® CAN WE HAVE AN AMEN to this editorial 
note in Printers’ Ink! ““Add reasons why some 
singing commercials irritate radio listeners: We 
heard one the other night—a one-minute spot 
—in which the name of the product was men- 
tioned 14 times. That may not be a new high, 
but if there is another that beats it, we don’t 
want to hear it.”’ 
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ONE ADVERTISING MAN 
TO ANOTHER 


A Critical Analysis of Advertising 
as Seen by George Kinter 


Dear Henry: 


What I said as “One Advertising Man 
to Another” last month about the Better 
Business Bureaus and the case of Dr. 
Kaadt, I said under “One Man’s Opinion” 
in my own little paper, called Advertis- 
ing Highlights. Under the heading of 
this department I carry the quotation: 
“Every man has a right to his own 
opinion but no man has the right to 
conclude that his opinion alone is right.” 


If I was to revamp this quotation, I’d 
make it read: “Every man has a right 
to his own opinion, but opinions should 
not be so deep seated that they can’t 
be changed.” 


It has long been my opinion that while 
the Better Business Bureaus may err at 
times, they are doing a pretty good job 
in exposing rackets, frauds and swindles 
that are hurting legitimate business. 


However, there may be more errors 
made by the BBB than comes to light 
through authentic sources — which, of 
course, bars such hate sheets as the Lance. 


Last month I passed along a report of 
action taken against one Dr. Kaadt, who 
heads a diabetic institute in South Whit- 
ley, Ind., and who, according to report. 
has been selling vinegar and saltpetre at 
$30.00 a gallon as a remedy for diabetes. 
It was also reported that 5 out of 17 
persons from the Pittsburgh dis‘trict who 
took treatment at the Kaadt Institute died 
and the other 12 lapsed into diabetic coma 
after returning to their homes. 


As this Dr. Kaadt is reported to have 
been arrested back in 1939 on a Federal 
indictment charging fraudulent use of the 
mails, my opinion was strong that the 
BBB did the public another good turn by 
bringing charges against him. However, 
my reporting of the case brought a very 
interesting letter from an advertising 
ventleman who has never been influenced 
ly Kate Whalen’s spewings of hate for 
the BBB. 


This letter, like my own scrivenings. 
reflects just one man’s opinion, but the 
continued strength of my own opinion 
will depend upon a more detailed report 
of the ease by the Better Business Bureau 
that brought the charge. 
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Here is the letter: 
Dear George: 


In the October issue of “Highlights, you 
carry on Parse 9 a story regarding a Dr. Kaadt 
and his diabetic institute at South Whitley. 
Indiana. I was very much interested in this, 
since it struck a familiar note with me. It 
happens that one of my very good frienas. 
a mechanical engineer in Pittsburgh, was a 
patient at this institute two years ago. As I 
recalled it, he had sung very loudly the 
praises of Dr. Kaadt. So, I put this issue of 
“Advertising Highlights’ in my pocket, know- 
ing that I would see this fellow within a few 
days, and had in mind ribbing him a bit 
about having been ‘taken in,’’ apparently with 
a good many other unsuspecting people. 


I saw my friend this morning during one 
of his frequent visits to our plant. and to 
my great surprise, he didn't kid well about 
this particular subject. He read what you have 
written about it, and remarked that he be- 
lieved the whole attack on Dr. Kaadt is unfair, 
and without a doubt had its origin with the 
American Medical Association. 


In the first place, he explained that Dr. 
Kaadt is a licensed physician, having been a 
railroad doctor for years prior to embarking 
upon his present line of endeavor. Your plac- 
ing the word doctor in quotes would lead 
your readers to believe that he is not a 
licensed physician. He also explained to me 
that while he was at the institute, Kaadt 
treated better than 100 patients per day, and 
that everything seemed to be conducted in 
an orderly businesslike fashion. He remarked 
that he would be willing to wager that while 
you mention 17 persons from the Pittsburgh 
district as having been treated there, 500 
would be more like the actual number. As 
to the remedy they sell at $39.00 a gallon, 
he stated that he still teke~ it. ar4 has a 
gallon in his cellar at the present time, and 
that he still takes the tablets which the doc- 
tor prescribed at the time of his visit to the 
institute. He also remarked that he couldn't 
make any claims as to what Dr. Kaadt had 
done for others, but that he was in a position 
to speak for himself, and he feels that every 
cent he has given this man has been mighty 
well spent. I must admit that he looks better 
today than I have seen him look for many 
years, and he was very seriously diabetic, no 
question about that. 


I hold no brief for Dr. Kaadt, George. In 
fact, I would be one to strongly suspect his 
whole setup. However, my experience with 
this friend, who, by the way, is very intel- 
ligent and very successful, proves again that 
there are two sides to every story, but he 
certainly doesn’t think so. 


Please understand that I have not written 
this to take exception to anything that you 
have said about this diabetic institute. I did. 
however, think that you wold be interested 
to know the reaction of one who has been 
through the mill. He was really quite indig- 
nant about the whole thing. and feels that 
it is a shame that this man, who has done 
so much to help diabetics, should be treated 
so shabbily. 


Cordially yours, 


H. E. Helling, Jr.., 
Advertising Manager, 
MATHEWS CONVEYOR COMPANY 
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DIRECT MAIL TABLES 


Whirling Racks - Hook-on Trays 
Steel Construction - Masonite Table Top 
SAVE UP TO 30% FLOOR SPACE 


Letter shops, advertising departments and 
agencies speed their direct mail handling 
with ALL PURPOSE Direct Mail Tables. 
Sorting, Stacking, and routing is done 
faster, yet fewer hands are needed. 


LEARN THE INTERESTING DETAILS 
IN OUR BULLETIN DM-2 
SEND FOR YOUR COPY TODAY! 


ALL PURPOSE METAL 
EQUIPMENT CORP. 


258 Mill Street 
ROCHESTER 4, NEW YORK 











if you want the lowdown 
on DIRECT MAIL... send 
$1 for new book by Henry 
Hoke, Editor of The Reporter 
of Direct Mail. DOGS THAT 
CLIMB TREES is a short (86 
page) easy-to-read, personal 
experience account of the 
growth, power and possi- 
bilities of the use of the mail 
for selling. It’s for beginners 
(of any age) who want to 
know background facts. 

Also available for beginners . . . the first 
authentic textbook on the largest medium 
of Advertising. Already adopted by lead- 
ing colleges. HOW TO GET THE RIGHT START 
IN DIRECT ADVERTISING (with job chart and 
appendix on House Magazine editing) by 
Harrie A. Bell of Philadelphia. Price S4. 


GRAPHIC BOOKS, INC. 


17 East 42nd St. New York 17, N.Y. 
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Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you... not just 
names, but folks known to be buyers of 
products or services similar to yours, We 
can locate such a list for you... among 
over 2,000 privately owned lists regis- 
tered with us and being added to all the 
time. They're available on a low-rate 
rental basis. Tell us what you're sell- 
ing and we'll make suggestions without 
obligation. 


N-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 


80 Broad Street 


Boston 10, Mass. 











Dear Mailer: 


Would you like to duplicate the 
experience of the mailer who 
wrote: : 


Dear Walter: 


“IT must say you are very much on the 
job. No one has ever favored me with 
such splendid service—which accounts 
for the fact that I am going to give you 
an order for more tests than I have 
placed with any other list broker.” 


(Name on request) 


Write us today. State your prob- 
lem. Submit your mailing piece. 





Exclusive—Over 1 million mem- 
bership names of Veterans Or- 
ganizations World War II, II 
different groups,—can test each 
group separately. Most member- 
ships secured by mail. All have 
50,000 or more members. $15 per 
M address and return envelopes. 


WALTER DREY 
LIST BROKER 


34 East 40th St. 
Murray Hill 3-0642 


® New York 16, N. Y. 
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In glancing over the last issue of Ad- 
vertising Highlights which you carried 
in The Reporter, | came across an item 
I had snipped to comment on in my 
monthly letter to you. The item had to 
do with “bad taste in Direct Mail adver- 
lising jeopardizing that half-billion-dol- 
lar a year industry.” I agree. in part, 
with opinion expressed by W. D. Molitor. 
director of sales. Edward Stern & Co.. 
but I certainly do not agree with his 
contention that “radio and publications 
exert a firm pressure that amounts to 
censorship to insure quality which will 
be acceptable to the general public.” 


As Mr. Molitor expressed his views at 
the International Trade Composition As- 
sociation convention. the “quality” he 
had in mind probably had to do with 
typography. but if so. why was it neces- 
sary to bring radio into the picture? 
Typography or physical appearance 
doesn’t enter into radio. If his “quality” 
covered a broader scope to include com- 
mercials as aired, I do not know where 
he gets his idea that “firm pressure that 
amounts to censorship is exerted to en- 
sure quality which will be acceptable 
to the general public.” 


That radio commercials are not ac- 
ceptable to the GENERAL public has 
been proved by poll after poll several 
of which are mentioned in this month’s 
“Quick Glance at the News.” Radio big- 
wigs themselves realize that the quality 
of commercials is not acceptable to the 


GENERAL public. Says Wm. S. Paley, 
chairman of the board, CBS: “The most 
persistently repeated charge against 


broadcasters is that we permit advertising 
excesses. Are we guilty or not? In my 
opinion, we are, and I am sure that 
most broadcasters agree. That competi- 
tion for economic survival has been very 
fierce in certain instances does not excuse 
a high percentage of commercial copy 
or material that is offensive. or in bad 
taste. This is bad radio and bad adver- 
tising. The broadcaster is to blame, not 
the advertiser.” 


There may be some “firm pressure that 
amounts to censorship” exerted in radio 
but it certainly doesn’t apply to adver- 
tising that isn’t acceptable to a_ fairly 
large percentage of the public. There is 
more bad taste in radio advertising than 
there ever has been in any Direct Mail 
advertising I have seen. 


Of course, if Mr. Molitor’s “quality” 
covers typography I am willing to agree 
that there is room for improvement in 
the Direct Mail field. but all in all, I 
think it compares favorably with the 
typography in many newspapers and mag- 
azines and J don’t think that typography, 
in itself, is jeopardizing the Direct Mail 
industry or the publishing industry—it 
is the printed and spoken words that are 
lowering the quality of all advertising. 


a % 


I have just spent an interesting hour 
or more reading a number of back issues 
of a news letter issued monthly by the 
Argus Advisory Service. 


While the news 
interesting. it Was 
The letters reported the schemes. 


in these letters was 


rackets 





far from pleasant. 














How to steer 
MORE DOLLARS 
YOUR WAY! 


Those Addressograph or EI- 
liot stencils out in the back 
room can bring INCREAS- 
ED PROFITS! 


Simply register all facts 
about your mailing lists EX- 
CLUSIVELY with MAIL 
ORDER LIST HEAD- 
QUARTERS. 


If your names have size and 
pulling power, MOSELY 
CLIENTS will use ’em over 
and over, year after year, at 
GOOD EXTRA INCOME 
to YOU! 


Tell us what you have—we’ll 
tell you what we can do for 
you. WRITE TODAY to 
Dept. R-11. 


—eiegy ~ LIST SERVICE 





Matt Order By Hadguartert 


38 wewe STREET 
BOSTON 16 


MOSELY sends the CHECKS 





IEYE’*CATCHERS 





\EW PROOF-BOOK JUST OUT 


100 SALES PROMOTION PHOTOS 


CLIP COUPON TO LETTERHEAD AND MAIL 
ere Smetana eee en 


| FREE! ... mail this noone | 


EVEXCATCHERS, Inc. 10 ¥2 E. 38th St., N.Y. 16 





Please send FREE proofbook referred to 
| in ad. No obligations. | 
| eee ae TE | 
\: dress iehescieial | 
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Another 


LETTER 


Success! 


REPLY-O 





New England Mutual 


Life Insurance Co. 
says: 

“For each dollar invested in 

Reply-O Letters, New Eng- 

land Mutual fieldmen have 

received $24 in first year 









F commissions.” 
What Are Pttorheal 
Your Needs? S 
YOURS Ay TOWNS 





THE REPLY IS 
“IN YOUR LETTER 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 








SELL 


sOWA 8 
YOUR x] 
PHOTOS  rrooucts Sc. 


Commercial - Industrial - Theatrical. 

Postcards 2c; blow-ups on heavy 

board special 20x30 $2; 30x40 $3. 

Your products pictured differenth; 

trom $4.50. 24-HOUR SERVICE. Free Sample Kit. 
HOWARD PHOTO SERVICE — Dept. R 

168 W. 46th St., New York 19,N. Y. BR-9-2490 


Serving Customers Coast to Coast 











When you think of mailing-lists— 
think of GUILD 


76 NINTH AVENUE 
NEW YORK 11,.N. Y. 
Chicago Office, 7 So. Dearborn St. 
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and frauds that are sweeping the coun- 
try and taking a toll of an estimated five 
billion dollars annually. 


The money these rackets and swindles 
are taking out of the pockets and bank 
accounts of the people of this country is 
not only working individual hardships 
and causing a drain on our national econ- 
omy but the most serious aspect of pre- 
vailing conditions is the loss of public 
confidence in all business. 


The service affording the reports of 
these frauds and swindles was founded 
by an ex-Naval officer, one Karl Baarslag, 
author of the book, “Robbery in the 
Mail.” The information he passes along 
in his letters is obtained from various 
Federal agencies, Better Business Bureaus, 
state and city law enforcement agencies 
and other reliable sources. 


Many of the rackets he reports are 
national in scope. Others are operated 
locally, but moved from city to city 
by the same operators or copied by other 
crooks. 


Just what distribution these news let- 
ters have I do not know, but the fact that 
they have a subscription price leads me 
to surmise that the distribution would 
be far from what would be necessary to 
do an effective job of spreading the 
information they carry. While $2.00 a 
year seems like a mighty small expendi- 
ture for such valuable information, any- 
thing with a price presents a_ selling 
problem. There will be thousands of 
business men hard to convince that the 
information is worth $2.00 to them. Run- 
ning their own business on the up-and-up, 
they are not interested in racket and 
swindle methods and the fact that such 
methods are a detriment to their busi- 
ness, just doesn’t register. 


The thought occurred to me, as I read 
these letters, that Mr. Baarslag is doing, 
in a limited way, what the Better Busi- 
ness Bureaus could do in a much more 
effective way. A number of bureaus are 
sending out reports of local as well as 
national rackets. However, these reports 
probably reach only local members of 
the bureaus sending them out, the result 
heing that only a limited number of 
business men are actually informed of 
the BBB activities. 


It seems to me that the Argus Advisory 
Service could well be sponsored by the 
National BBB and the news letters mailed 
monthly to ALL business men as well 
as police officers and others that such 
information would aid. Acquainting non- 
members with what the bureaus are doing 
to curb rackets and protect legitimate 
business would not only create a better 
understanding of the bureaus’ work but 
would undoubtedly increase their mem- 
bership sufficiently to offset the cost of 
the publicity. 


And in the face of such authentic in- 
formation, such sheets as the Lance 
could not long exist. 


Yours. 


George Kinter. 

















How to WIN NEW 
MAIL ORDER Customers 


in Large Volume 
DIRECT BY MAIL 


Test a number of lists of 
MAIL ORDER CUSTOM- 
ERS of OTHER COMPA- 
NIES by having your 
envelopes addressed on a 
one-time basis. 


MOSEL Y advises what 
Selective Lists to test, makes 
all arrangements, helps you 
find the Mail Order List 
Formulas which can enlarge 
YOUR Mail Order business 
into large Volume. Write 
all about YOUR PROB- 
LEM to Dept. R-11. 


uieeg ~~ LIST SERVICE 
4a 
Nail Order . a 3 t Headquarters 


38 NEWBURY STREET 
BOSTON !6 
MOSELY delivers NEW MAIL ORDER 
CUSTOMERS in LARGE VOLUME 














MPAILING LISTS? 






















BFAL DUNHILL! 


Whom do you want to reach? 
Where ? How many? Dial Dunhill. 
Get the exact list you need promptly. 


LPLUSTRIAL and FINANCIAL 


Executives 
Treasurers 
Controllers 
Purchasing Agents 
Engineers 

e Employees 


wWtrararged Servicemen 
et) Kumers 


e Housewives 

Civil Service People 
Club Members 
Association Members 
Farm Famlies 


anelic Officials 


+ e City, State, Federal 


DUNHILL LIST CO., INC. 


565 FIFTH AVE... NEW YORK 17 
Plaza 3-0833 
































































































“LESS TESTING — BETTER RESULTS” 


® Fifteen years of experience 


in recommending lists, 


scheduling tests and 


observing results for all the large mailers in the country enable us to guide 
you to the lists which are apt to work out best for you. 


® Tests are necessary, but it is our aim to keep the overhead expenses involved 


We 


in testing to a minimum. 
appropriate. 


® To help us help you, we need samples of your mailing 


therefore 


recommend only tests which seem 


piece, Send these along 


and we shall be glad to give you our recommendations. 


ARTHUR MARTIN KARL 
25 West 45th Street 
New York 19 
Bryant 9 - 1824 


NAMES UNLIMITED 


INCORPORATED 


GEORGE R. BRYANT 
75 East Wacker Dr. 
Chicago 1, Ill. 
State 3686 








For instance— 
ANOTHER MOSELY 
EXCLUSIVE LIST 
Source of NEW MAIL 
ORDER CUSTOMERS 








|_in VOLUME for YOU! — 


M-908 


150,000 ACTIVE and FORMER 
CUSTOMERS CHRISTMAS~ GIFTS, 
BIRD HOUSES and HORTICULTURAL 
SPECIALTIES. 


Average purchase: $6.00. Middle and 


Upper Class well to do mail buyers of. 


specialties. Geographical. On Addresso- 
graph plates. Will include about 20,000 
new customers Christmas, 1946. Excellent 
record of RESULTS. 


Empty envelopes returned to responsible 
mailers under written guarantee to keep 
no copy of names. Available EXCLU- 
SIVELY through MAIL ORDER LIST 
HEADQUARTERS. 


Write Dept. R-11 TODAY! 


MOSELY Selective 
LIST Service 
38 NEWBURY STREET, BOSTON 16, MASS. 


MOSELY delivers NEW MAIL ORDER 
CUSTOMERS in LARGE VOLUME 





CLASSIFIED ADS 





DIRECT MAIL COPY 





DIRECT MAIL COPY with a punch— 
circulars, letters, catalogs—industrial, gen- 
eral, with layout and production. Box 111. 


The Reporter, 17 E. 42nd St., N. Y. 17. 





DIRECT MAIL COUNSEL 





PLANS DEVELOPED and literature pre- 
pared to yield low-cost inquiries or mail 
order sales. Clients may use their own 
printer or mailing house. This is strictly 
a professional service on a retainer basis. 


M. A. POLLEN, 62 W. 47th St., New York 





22 














EQUIPMENT 


MUL. TIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments —. Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, Ill. 





QUALITY LETTERS from new type of 
stencil! “Plastic-coated” PROCEL stencils 
make copies so Stygian Black they seem to 
be almost printed. PROCEL works with 
any ink, gives maximum legibility, mini- 
mum cut outs and type-clogging. Let PRO- 
CEL improve your letters! Write to Rem- 
ington Rand, Duplicator Supplies Division, 
Bridgeport 1, Conn., for free information. 





EQUIPMENT FOR SALE 





SALE: Sanienes (C Class 6280) ittecen. 
plate-stencilling machine. 
delivery. A. 


graph’s electric 


Real buy $250. 


Instant 








H. Hoffman, Inc.. Landisville. Lancaster 
County, Pa. 

PRESS FOR SALE 
MULTIGRAPH PRINTING PRESS—AIl 


automatic, ready to run, 6M per hr. with 
all accessories. Suction feed. $350. F.O.B. 








HELP WANTED 
ESTABLISHED NEW YORK CITY Mail 


Agency has openings for several men to 
train for its executive staff. Weekly pay- 
ment and liberal participation in profits. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit- 
ing, please. Box No. 121, The Reporter, 
17 E. 42nd St.. New York 17, N. Y. 








MAILING LISTS 
MILLIONS OF TRIED PROSPECTS! 


Wide list coverage; many exclusive re- 
leases. Explain needs ... or request Bulle. 
tin. CC. Donner. Box 643, Ann Arbor. 
Michigan. 








MAILING SERVICE 


PUBLICATION AND MAILING SERV. 
ICE — Established publisher of advisory 
service has facilities for high-quality mimeo- 
graphing, stencil addressing and metering, 
and can undertake production and mailing 
of one or two additional weekly or monthly 
mimeographed publications at reasonable 
rates. Write Richard Martin, Box 72, 
Santa Barbara, Calif. 


MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribben Co., 19 S. Wells St., Chicago, III. 
POSITION WANTED 
SUCCESSFUL YOUNG CREATIVE direct 


mail manager outstanding national publica- 
tion desires advancement. Now in charge 
department mailing 4 million pieces annu- 
ally with appropriation $250,000.  Stim- 
ulating copywriter. Complete knowledge 
graphic arts, purchasing and _ production. 
list rental, test control. Fully experienced 
complementary methods sales building. Will 
consider shift only aggressive, well- known 
organization contract basis with full defini- 
tion executive authority. Available 1 month 
commitment. Highest professional refer- 
ences. All correspondence confidential. An- 














Columbus. J. E. Konkle, 186 W. Rathbone nual 3 $10,400. ~~ 112. The Re- 
Rd., Columbus 2, Ohio. porter, 17 E. 42nd St., N 17 
500 Cards . $! 4 5 
IC] 6x4 Inch 
Complete 


Easy 

Quick 
Flexible 
Durable 
Portable 
Compact 
Low Cost 
Convenient 
Seas rae es Time 


Sheets of Cards 
for Any Record 





$5.30. Order now. Send no money. Satis- 
“— faction guaranteed. 


cs Handifax 


25 Card-Sheets Show FACTS on 500 Cards 


Use Handifax Cards only. Join together. Cost 
File sheets of Cards on edge like paper in Sales 
correspondence folders. Stock 
Visible Facts Inspire Profitable Acts. Ruled 
Use half inch Visible Margin for Indexing Credit 
—Color Signaling—Visible Tabulation of Payroll 
vital information. Ten years national use. purchase 
500 Cards one side Blank, one side Ruled Scene 
6 x 4 in., $3.45; 8 x 4 in., $4.40; 10x 4 in, —"OSPE™” 

Collection 





Write for Catalog 
ROSS - GOULD CO. St Louis 


357 N. Tenth St. (1) 
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Here is THE LIST 
you need NOW e 


Again and again those who use our list tell 
us they get BETTER RESULTS. 





Luxury products, exclusive shops, financial 
and news services, book and magazine pub- 
lishers, money-raising campaigns .. . 


TEST IT NOW... 


34,000 Men and Women 
——the Cream of New England’s 
Mail Responsive People 
Carefully selected, kept accurate by daily 


attention,—effectiveness is doubly assured 
by cooperative scheduling. 





Your empty envelopes addressed at $12.50 
per M and returned promptly. A test of 
2,000 will convince you they are 





The ideal target for 
your next mailing 


Order thru your Broker or direct 


PUBLICITY SERVICE BUREAU, INC. 


FOUNDED IN 1915 


219 FOREST STREET 
BABSON PARK 57, BOSTON, MASS. 








\NNUAL REPORT TO CHAMPIONS. 
Issued by ‘he Champion Paper and 
Fibre Company, Hamilton, Ohio. 
Size 734’°x 1034”, 24 pages and 
covers. Presents in graphic form the 
vrowth and development of Cham- 
pion over the last ten years. All-over 
photograph used for front and back 
covers. Printed in light brown and 
black. Pictorial charts, in color, good 
photographs and small pen and ink 
sketches all add up to a very readable, 
attractive and_ interesting annual 
report. 
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PHOTO-ENGRAVERS SINCE 1872 
_ 460 W. 34TH ST.,N.Y.C. = MEDALLION 3-0440 © 


TRADE ADDRESSING AT ‘ROCK BOTTOM" PRICES 


FOR LETTER SHOPS - LIST CO’'S. - DIRECT MAIL FIRMS 





WE ADDRESS WE OFFER THESE FACILITIES 





ENVELOPES ® 200 EXPERIENCED TYPISTS 

BROADSIDES 1 MILLION ADDRESSINGS WEEKLY 
SELF-MAILERS CLEAN—ACCURATE WORK 

nae cone CAREFUL LIST HANDLING 

CATALOGS 72 HR. SERVICE WHEN NEEDED 

AND OTHER DAILY PICKUP & DELIVERY SERVICE 
ADVERTISING PIECES RY. EXP. SERVICE FOR OUT OF TOWN FIRMS 


WE ARE NOW DOING WORK FOR LEADING NEW YORK LETTER SHOPS AND LIST CO’S. 
MEMBER — M.A.S.A. e D.M.A.A. bad BANK AND BUSINESS REFERENCE AVAILABLE 


Dé GROODT & ASSOC. INC." “pwowe™michigan 22sesi 








A GOOD TRICK «ze 


TWO BUTTONS aud a STRING! 


A good trick and anyone can do it 
—one simple twist of the string 
around the lower button of the 
Tension Tie envelope and everything’s 
under control—locked in. The string 
will not pull out. Popular sizes car- 
ried in stock. Made in any paper. 


TENSION 
TIE 
ENVELOPE 













N York 14, N. Y. St. Louis 3, Mo.* Minneapolis 1, Minn.” 
“345 "Madson St. 23rd and Locust Sts. 123 North 2nd St. 
Des Moines 14, lowa* Kansas City 8, Mo.* 

“1912 Grand Ave. 19th and Campbell Sts. 


* Originally Berkowitz Envelope Co, 


SELL BY MAIL: 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


The ARTWIL CO., Advertising 


eae E ae 
7 tds * DENES Phone MUA1992 24 West 48th Street @ New York 19, N. Y. 








MEdallion 3-0813 
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Let Us Weep Faith 





<$—FR24|n this, the nineteen hundred and 
(aM: | forty-sixth anniversary of the 
/| birth of Christ, tet each Ameri- 
can rededicate himself to faith in 
(God—faith in this great nation of ours—faith 
in his fellowomen—and faith in himself. <4 Jn 
these confusing times, let us remember that the 
foundation of our country twas laid on Christian 
precepts, faith, courage, foresight, and freedom 
from tyranny. Let us, then, on this natal 
dav of our Redeemer, prav for His guidance 
that we may habe strength, courage, and un- 
derstanding to carry on the faith of our fathers. 











INTERNATIONAL PAPER COMPANY 








